January 2008 SCC Teleconference

1.  Share general statistics – provided by Jessica


Focus of SCC program is still to bring in new customers

a. Comparing 2007 SCC Customer sales to 2006

· 2007 saw a 19% increase in customers from SCC contacts over 2006

· Distribution of new/residual customers shifted from 39/61% in ’06 to 47/53%

· Increase in # of orders and total revenue less than 1%

· Revenue per customer decreased almost 16%

Draw conclusions?  

· customers are purchasing more pieces than pkgs?

· sm events able spending more time with indiv cust = higher sales $

· were these contacts just #s or qualified prospects?

SCC sales were stable compared to last year – whereas the company experienced a decrease in sales

b. of total new customers for SL…

· 33% were brought in through SCC contact, which represented 22% of new customer sales
· At first STC (Oct 2001) we had been told that 10% of customers (or was it sales?) came from conventions, so we’ve at least doubled our performance

encouraging info…not going to make/break our effort, but know that it’s working

c. Comparison of our performance against Standards & Goals set at beg. of 2007 [The comparison chart has been sent to each SCC who confirmed her attendance for this teleconference.]

Discuss results:  

· shows that smaller events did not meet prospect goal or new customer goal, but the smallest events were the only ones to meet the new customer sales goal

· significant variation between new customer sales goal for Plan B and E events

· events over 1000 attendance exceeded the new customer goal
2007 was first year that we actively worked with goals…
starting point, there will be adjustments to make 
Jessica will be setting up 2008 goals in 1000-attendance increments to
balance the goals for each level.

The goals are measured in expected attendance.

2.  SCC Analysis – questions about how calculated refer to Jessica
a. Excel instructions are available on Wiki under SCC Proc > Technical Instructions

1) how to freeze panes so that they can scroll across the spreadsheet without losing event labels

2) how to “hide” columns so that they can look at specific portions of spreadsheet

b. Enables you to compare yourself to yourself – look at 2006 vs 2007 analysis



1) compare the same event for the two years



2) if you do multiple events, compare two of similar size 



3) evaluate whether to continue doing the event

Add your own expenses to Analysis #s to get full picture of your costs.

Materials – explanation of costs included (samples, handouts, etc.)

2nd IG set – sharing with another SCC / worth coordinating more sharing (cost of binding extra set vs shipping around)?  Will be sharing a smaller number for 2008 to reduce costs.

3.  Goal setting 

[seeking to suggest possible goals, pursue further discussion of “how” to attain on the Forum]

Sonlight’s sales force is unique because we don’t close the sale at the event…for this reason we cannot expect to get comparative information between SCCs because the homeschool market is so variable in different markets.  

As a business owner, you need to focus on improving your own numbers/stats.


a. Set attainable goals – those that your actions can affect, attainable


b. examples: [perhaps also suggest ways to meet the goals]



1) increase contacts per event ( % goal, or any #)

[teens handing out catalogs, power hours during lull times] 



2) increase in total sales (whether “any” amount, or set a target)

[contacts with customers after event - some done through SL, test a program of your own (using monthly sales report info); reward assistants to encourage performance]



3) increase in total commissions



4) newbie SCC – break even!




[plan your display to maximize use of what you have]


c. offer Sandy’s templates/instructions as a resource for tracking information - equips SCCs to put the quarterly commission report info to use

Questions/Comments?

* Sheila – e-mails to MeetUp contacts, talk about new catalog, etc.

* What happened with suggestions for advertising outside of conventions – marketing working on development of this for homeschool mags and non-homeschool mags

* What contacts for customers from Sonlight? pre-event e-mails, post-event e-mails

